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Abstract - Co-production is an important process that alters value creation and improves relationships between service providers and 
their customers. Much service research has emphasized the importance of service employees as boundary spanners that interact with 
customers by co-production. Service employees frequently engage in co-production requirements. Such practice allows customers and 
service employees to access and leverage resources residing in their relationships. Clearly, marketing literature focuses on the bright 
side of co-production. Nevertheless, the costs and potential negative consequences associated with the dark side of co-production must 
be further considered. Therefore, this study aims to present a conceptual framework that explores the relationships among co-
production, co-production enjoyment, co-production intensity, service effort, job stress, and employee satisfaction, and their effects on 
customer satisfaction. Furthermore, this study seeks to propose how the effects of co-production on co-production enjoyment, co-
production intensity, service effort, job stress depend on the self-efficacy of customers and self-monitoring by service employees. This 
study provides interesting theoretical insights and valuable managerial implications as regards the positive and negative aspects of co-
production and encourage service employees to perform service effort while minimizing job stress. Most importantly, this study 
provides an understanding of the specific process of co-production to enhance customer and employee satisfaction. 
 
Keywords: co-production, co-production enjoyment, co-production intensity, service effort, job stress, and employee satisfaction, 
customer satisfaction. 
 
DOI: 10.24178/ijbamr.2018.4.1.06
International Journal of Business Administration and Management Research (ISSN Online: 2412 4346)
IJBAMR Vol 4(1) Mar 2018
This is an open access article under the CC BY-SA 4.0 license (https://creativecommons.org/licenses/by-sa/4.0/)
IJB
AM
R
